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IN SHOE BINDING 


Over 160 different shades in stock. Dark shades, light shades, 
medium shades—all shades for immediate delivery to help you get your 
shoes out on time. And remember that Rotary coated binding meets 
all climatic conditions and will not gum the machine. 

But Rotary offers more than the finest in binding—it offers a 
complete binding service including the superior Rotary French cording 
machine and the Rotary electric-point heating unit. 

Complete and immediate service to all users of the Rotary products. 


STICK to the ROTARY WAY and end all your binding problems. 
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Year after year, manufacturers of fine juvenile BROOKLYN, NEW YORK 
footwear have selected Rueping’s Full Grain 
KIN KIN for the additional character and 


stamina needed to make their shoes year-around favorites. 


R UEP 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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ORIGINAL DESIGNS... 


an 


Shoe sales start with smart, new designs. And these 
Anchor Brand originals were drawn with just one thought 
in mind... to help you sell more shoes. They’re yours, 
use hae as you will. y ¥ + The next step is to 

use carefully made, finely finished, Anchor Brand 
buckles with smooth edges that will not skive nor cut 
leather. There is a wide variety of types and sizes 
available in the complete Anchor Brand line . 

for men’s, women’s and children’s shoes. 4 7 7 

Step up your sales with Anchor Brand Trimmings. 

They add extra appeal, extra value to any shoe. 

Write, wire, or call New Britain 9-1659 

for samples, prices and suggestions. 







Ask for Samples 


1 ENGINEERS’ BOOT 


Top strap uses Anchor Brand No. 6! 3815 
Convex or No. 7138! Concave Buckle, 74 
Strap over instep uses ‘No. 61 60'; , Convex 
or No. 7160! Concave Buckle, 74 


2 CHILDREN’S SPORT SHOE 


Convex pattern No. 6092!3 Anchor Brand 
Buckle, 1”, fits snugly over instep. 


3 WOMEN’S DRESS SHOE 
Anchor Brand No. 7148 '5 Fixed Roller 
Buckle, 34”. Strap passes smoothly over 
rounded ation, can't scratch. Also available 
in 34”, %”, 19”, and 3%” sizes. 


TH: & JUDD MANUFACTURING co. 


BRITAIN, ‘CONNECTICUT 


ee 
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See The Famous Respro Line 
At The Popular Price Shoe Show 
May 14-18, Room 963, Hotel New Yorker! 


See RESPROID No. 1300 and No. 1235 


Known the world over as the outstanding vamp 
and quarterlinings. Plastic coating resists 
cracking, peeling and abrasion. Fully impregnated 
to increase non-fray characteristics. 


See RESPROID No. 1000 


Our finest socklining and heel pad material, 

made on the famous Tufsta base with an abrasive 
and crack-resisting plastic surface far superior 

to pyroxylin-coated materials. Can’t fray at edges. 
No cloth weave to show through eoating. 


See TUFSTA 


The original, unwoven, non-fray, cotton base 
reinforcing material. Known everywhere—has no 


equal. 


See DURAKALF 


An outstanding value in vamp and quarterlinings. 
Comes in either plain finish or pigmented 
pyroxylin-coated finish. 


See RESKRAF 

Our best fabric base socklining and heel pad mate- 
rial with pyroxylin coating. Also a complete line 
of other fabric and paper socklinings. 

For more complete information on all Respro 
products for better shoes, write or wire now. 


Kine 


CRANSTON 10, RHODE ISLAND 













‘~Gas Y this saddle oxford >>> 


in the better grade volume 
field, Ettlebrick Shoe Company __ 

. y. uses not one, but four outstanding 

.... . leathers by GREENEBAUM. | 





For sturdy, long-wearing uppers they choose GREENEBAUM WHITE 
DRESS ELK TYPE EXTREMES; calf-like BROWN SMOOTH DRESIDE for | es 
saddle; WATERLILLY COLOR LINING SPLITS; and for soles, rugged; ~ 
VELVET CHROME RETAN SHOULDERS. | 


J. GREENEBAUM TANNING COMPANY 


FOUR TANNERIES IN CHICAGO AND MILWAUKEE 
Main Office: 3057 N. Rockwell St, Chicago. Eastern Office: 129 South.St., Boston. Coble Address “Greentree” 
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the UNITED STATES MINT! 


EVERY COMPANY IS IN BUSINESS 
TO MAKE MONEY 





This year, shoe and leather industry executives will spend nearly 
TWO BILLION DOLLARS for materials and products. 


All of these buying executives are readers of 


LEATHER AND SHOES 
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more profit but no more work! 


ONCO” New Comfort Depth Welt Insole for Goodyear Welt Construction or 


famented Rib Process Means More Sales... More Profits for You 










Onco 
channeled 
insole 






Onco channeled insole, 
Onco channeled insole completely fitted, 
with lip set ready for the shoe 









Your standard Goodyear equipment channels 
and fits this revolutionary new Onco Insole. . .enables you to make 
better, more profitable shoes without adding a single 


shoemaking operation! Actually, costs are lowered! 


CUSHION WELT INSOLES 


Both channeled and cemented 
rib process Onco Welts will lend 


themselves to applications of and flexibility next to the foot without even breaking in! Customers, 
Cork or Spenge Rubber. 


And shoes made with this new Onco Insole are packed with 


sales appeal. ..give deep-down, “old shoe” comfort 


literally, “walk on air”. . .a full layer of air-celled resiliency 


For MEN’S, BOYS’ & WOMEN’S that puts new spring and zip into the step. 
Cushion Welt Shoes 


Put your best foot forward in the profit parade. Always 








specify Onco. There’s nothing better than the best! 











BROWN COMPANY, 500 Fifth Avenue, New York 18 
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Samwie- lat words 


of a business on its way to the grave 


Your advertising lifeline to reach all shoe 


and leather industry buyers is 


LEATHER AND SHOES 
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MORE STYLE ? 


EXTRA VALUE 7 


for Easier BUY-APPEAL 





1950 PROMOTION PROGRAM 
HELP YOU SELL 


MORE PAIRS... MORE EASILY 


BARBOUR WELTING COMPANY, Brockton 66, Mass.,US.A. 


May 6, 1950--SHOESCOPE 8 








Sales 4bgenctes: 
ST. LOUIS 3 
Allen & Stis 
eee 1433 Locust St 
ae Se ee MILWAUKEE 4 
he C. E. Becker & Co. 
647 W. Virginia St. 
CINCINNATI 2 
W. D. Cost & Company 
307 E. 4th St. 
SAN FRANCISCO 3 
MacPherson Bros. Leather Co. 
730 Mission St. 
NASHVILLE 3 
Horace H. Beaven Co 
3rd Nat. Bank Bidg 
HANOVER, PA. 
McClarin—Bedford 
Hoffman Bldg. 
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Kidskin makes the most of fashion’s 
inspired ideas. And DUNHOOD 
LEATHERS bring out the full beauty 
of the finest kidskin. 


DUNHOOD's careful selection of top 
quality skins, plus DUNHOOD's ex- 
pert tanning and finishing produce 


ewmemwe ome we wm oo” 














BLACK GLAZED KID 
BLACK SUEDE KID SINCE 1870 
BROWN GLAZED KID 


DUNGAN, HOOD & CO., INC. 


240 W. SUSQUEHANNA AVE., PHILA. 22, PA. 


kidskin of admirably fine grain and 
flawless color...yielding the flattery, 
comfort and durability desired by 
leading designers and manufacturers. 


DUNHOOD 
LEATHERS 


wwe ew ee 


. 
~ 





ESTABLISHED 1870 
83 SOUTH STREET, BOSTON 11, MASS. 
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Main features of women's Fall footwear fashions are 








these: Squared-off extension soles; built-up heels; tailored 
and walking types; offsided throats; shallow sides with plung- 
ing lines; scooped shells and silhouettes; closed toes... 
Lots of variations and supplements to these, but these are the 
essentials to be highlighted. 

Walled and semi-walled lasts very prominent--given impetus 
by (1) the strong influx of closed toes; (2) the surprising popu- 
larity of tailored and walking type shoes. Walls particuarly 
good in 17/8 to 19/8 on tailored types. The duckbill last has 
been spotty, hot in some areas, a corpse in others. 








——— 


Built-up heels terrific this Fall. In gore, stepin, 
tailored and oxford types; and with the spectators again, too. 
Mostly on 16/8-and-up heights. But more slender and graceful 
than prewar styles. Will be important with extension soles, 
and with shoes having leather binding on toplines, another in- 
coming trend. As to popular heights in all heels--name it and 
you can call it "popular." Wedges continue strong, and some 
movement toward more outside heels in campus shoes. 

Extension soles the talk of shoe business. Lots of them 
in welts, tailored types and oxfords with 12/8 to 16/8 heels; 
on pump and tailored types with antiqued finish on 14/8 to 21/8 
heels. On both open and closed backs. These soles refined, 
not extreme in protrusions. Edges at toe may be rounded or 
squared, with latter getting lots of attention. Sole edge 
wheeled or stitched. Where sole is squared, look for squarish 
heel to harmonize. .. . Platforms look "permanent"--but few 
above 1/4 inches. 














—_—_o—————— 


Strippings are over the hill. They'll continue strongly 
into Fall, but the boom is over. Strippings will be modified, 
and much more simulated strippings such as with cutouts, for 
economy. Reason: strippings now down to very cheap shoes, so 
this is a positive sign that style pendulum will swing away 
in opposite direction. Strippings being replaced by large 
allover cutouts, teardrops, perforations, etc. 

Practically any fresh version of strap treatments in de- 
mand. Straps, mostly narrow, will be used largely to give 
that closed but open look--to counter-balance naked shanks, 
open backs and shell or scooped vamps. Emphasis will be on 
asymmetrical strap effects, the offsided look. And treat- 
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ments on straps--cutouts, trims, braids, etc. . . . Ankle 
straps will play a prominent role, but nothing dominating. 
They'll be seen most in shoes with plainer vamps. 


—__~>——— 


Throats are being cut in numerous intriguing ways. 

Stress is on the offsided effects--squared, V-shaped, rounded, 
scalloped, svooped, and several fancy variations of these. 
Many of them piped. Square throats getting lots of attention. 

Vamps and throats as low as possible without sacrificing 
fit of shoe. Toes are closed on these very low-cut vamps. 

One reason for all the emphasis on new throat and vamp effects 
is the enormous popularity of the pump for Fall. So to get a 
"new" pump requires lots of whimsical play on the vamp and 
throat particularly. 

Slingbacks due for a big early Fall business--primarily 
because they fit into the naked shoe design. But closed backs 
are making their strongest postwar bid yet. Reason: extremely 
low vamps and open sides require closed backs and toes to 
give that open-but-closed look and at the same time hold shoe 
on the foot. 














Mule pumps still sweeping the country. Plunging or cur- 
vaceous shank lines are very foot-flattering, also in keeping 
with the popular light-airy shoe. Sides will be low as pos- 
sible--some plain naked, others with lattice or strap effects. 
But don't underestimate rising trend of closed types. Note 
the surprising popularity of tailored and dressy walking ox- 
fords--mostly closed. And you'll see more simple, closed 
pumps, too--but smarter, dressier than the barren opera pump. 


More trim on toplines. Two important movements: return 
of piping on better grade shoes. And leather binding or trim 
on pump outlines. The latter particularly strong. Lots of 
French cording on toplines--on British walker types, tailored 
shoes, etc. with built-up heels. Also, on plunging or cur- 
vaceous pumps or mules, toplines trimmed in good taste accen- 
tuate the lines by contrast of texture and color. 








—>——— 


Braids the big feature in ornamentation. Will rise to a 
new peak this Fall. It's a dressy trim, coming in with new 
finishes, colors, textures, effects. Dresses up otherwise 
plain shoes on vamps or toplines. These braids are very nar- 
row (1/16") for dressy walking shoes to wide (1/4") for flats. 
Most popular is the 1/8" width used for high-style and novelty 
types. . . . Beaded ornaments will also be used in decorative 
designs on vamps particularly. 








_——.———. 


Black will not only be the customary walkaway this Fall, 
but even more so than in past seasons. In overall, but also 
lots of contrast trim effects in red, wine, blue. Brown is 
getting a harder push this Fall than in several seasons--and 
this may make the promised goal after falling short for so 


PLEASE TURN TO PAGE 41 
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The cocktail shoe is a highly specialized and truly beautiful shoe which em- 
phasizes a flair of delicate treatment which results in a continental or cosmo- 
politan look. 

These are high-style designs stressing the unusual in quarter and vamp 
effects. The naked look is highlighted here with opened-up effects at toe, back 
and sides. Note the grace of plunging lines and the svelte use of straps and 
strippings at the ankle. 


A. 
Pleated detail lends in- 
terest to draped vamp. 
Note harmony of quar- 
ter and vamp. 


B. 
Here the high flair is 
still in the quarter, 
matching the flattering 
effect of the light vamp. 


G. 
Flattering ankle strap 
repeats vamp treatment 
on low shell and naked 
sides. 


D. 

Exquisitely delicate and 
unique use of straps or 
strippings on ankle and 
vamp. 

Handsome plunging line ee \h : * 
with novel ankle strap. = 3 ‘3 "7 ; SAMVEL YELLIN 

3, ac sides. a i. ra ok 

Open back, toe and sides xe oe wee SN DZ. yy : 

' : - fe Mou Ylore be 
Open vamp with smart 

use of strippings; lattice 

effect with strippings on 

ankle. 


G. 
Wrapped-up look adds 
up interest to buckles 
and more buckles. 
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A. 
Loafer type with 
pinked quarter and 
saddle. 


B. 

Monk strap effect, low- 
cut sides and hooded 
back. 


C. 

Simple wide strap on 
modified loafer type, 
decorative stitching. 


D. 

Plaited vamp with 
contrasting colors in 
the weave. 


pot? 


E. 

High-front casual with 
braided type strap. 

F. 
Sandal with interest- 
ing quarter and ad- 
justable wrap-around 
strap. 


G. 

Simple moccasin type 
with quarter and plug 
contrasting with rest 
of shoe. 


H. 

Handsome treatment 
of the Robin Hood 
theme. 


Conaway. 


he Ameri- 

can college 

campuses are 

likely to be 

dominated by 

casuals along 

these smart 

designs. They 

are designed to give off that carefree look and 

leisurely comfort. They are designed for adapta- 

tion to various color and materials combinations, 
and to pricing that attracts sales. 

The secret of appeal here is in the dressed-up 
look of the loafer or moccasin types by ingenious 
use of straps and quarters. That easy-going look 
with pert retouching. 





A. 
Laced front lounger. 
Brown suede vamp and 
quarter, calf binding 
on quarter and foxing, 
moccasin overlay. 


B. 
Zipper front bal oxford 
in allover brown or 


black calf. 


Gored front lounger in 
allover brown suede 
with brown calf vamp 
seam and quarter bind- 
ing and lacing on vamp. 


D. 

Seamless bal oxford 
with brown suede seam- 
less vamp, brown alli- 
gator underlay. 


E. 

Zipper front bal oxford 
with brown suede vamp 
and quarter, brown calf 
tip, stay and foxing. 


F. 

Blucher saddle strap 
with navy blue suede 
vamp and quarter, blue 
calf strap and binding, 
and blue lacing. 


Men's Fall styles will be lighter, particularly the soles, with a sharp 
reduction in heavy fittings on the upper. There has been a wholesome 
interest in various “adjustments” such as zippers, front and finger 
gores, buckles and straps, an unconventional use of laces. Here are 
several examples of these. 

Smooth leathers will move into combination treatments with suedes 
and reptiles, again as a trend away from the monotony of conventional 
patterns. The male trend: fashion liberation. 





i he looks as though braided effects, on 
the rise gradually for the past season 
or two, will reach a new peak this com- 
ing Fall. This dressy trim has been 
greatly improved with new attractive 
finishes and a variety of colors. Braid- 
ing helps dress up a plain shoe, often 
takes the form of outlining the topline 
or forming designs on the vamp. These 
braids run from very narrow- (1/16”), 
mostly used on dressy walking types 
with Cuban heels, to the 14” width used 
on flats. Most popular is the 144” width, 
used for high styles and novelty types. 


A. 
Offsided peaked vamp with double row 
of braid trim finished off with bows. 


B. 
Turned down braided cuff on vamp of 
dressy strap shoe. 


Cc. 
Asymmetric braided vamp forming off- 
sided bow going through pear-shaped 
trim. 


D. 
Dainty two-strap with braid detailing. 


Sandalized asymmetric pump with inter- 
esting braid treatment. 


R ; 

Low-cut V throat, low-riding one strap 
with vamp inserts, and straps with braid 
trim. 
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G. 
Square throat flat with squared-off collar 
around topline, with bow creating back 
interest. 


H. 
Peaked vamp with low-cut side; collar 
over quarter, side strap adjustment. 

I. 

Square throat with smart buckle strap. 


J 
Offsided deep shell with unusual set-in 
trim bow gore beneath top bow. 


K. 
Smart draped sabot flattie with interest- 
ing draped effect and corded tassel. 


Ine 
Offsided throat with uniquely streamlined 
cuff and button detail. 
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lats were once a summer playtime 

shoe. But the ingenious hand of our 
modern shoe designers has given the 
flat a new versatility so that the flat is 
a year-round shoe. 

The effects achieved here by Harry 
Berk are handsome and unusual indeed. 
Use of offsided treatments, collars, bows, 
drapes and tassels are in smart taste. 
Note too the angulated effects achieved 
to create a genuinely fresh style theme 
in flats—flats in every way as dressy as 
high-style types. 








Where Are Our “Authentic” Shoe Styles? 


Fc any given season a woman 
knows what types of dresses and 
suits will be featured, what kind of 
hats and coats, what kind of acces- 
sories. She knows which colors and 
materials will be in the fashion lime- 
light. 

She knows what will be authentic- 
ally fashionable. 

She can say this about every ar- 
ticle of her wardrobe except shoes. 
Despite the great significance of foot- 
wear in coordinating the entire en- 
semble, shoes are the only item in 
the whole costume that do not carry 
a note of seasonal fashion authen- 
ticity. In short, women do not know 
which types and styles of shoes are 
the most important for the season. 
Shoes are the only item of her cos- 
tume which she buys with relative 
uncertainty as to their fashion au- 
thenticity. 

A couple of months ago, Maxey 
Jarman, Chairman of the Board of 
General Shoe Corp., expounded some 
views on shoe merchandising which 
created a great deal of comment in 
the shoe industry. One of these views 
was that “there is very little knowl- 
edge as to what is authentic or 
correct fashion in footwear to match 
the costume and the occasion.” 


Too Many Stvles? 


There has always been one school 
of thought in the shoe industry that 
has contended that we try to make 
and merchandise too many styles in 
a given season. There are obviously 
some very sound arguments presented 
by this group, as follows: 

1. The great variety and turnover 
of styles makes it hard for the raw 
materials supplier to give the most 
efficient service. 

2. Shoe manufacturing costs are 
forced upward by frequent style 
changes and short runs. This results 
in higher prices. 

3. Frequent style turnover makes 
it impossible for retailers to carry 
adequate size runs in each style. Rel- 
atively few retailers can do full jus- 
tice to both complete style variety 
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Fashion-wise, the industry and the consumer are 
consistently confused about shoe styles for any 
given season. What are our "authentic" styles, 
anyway? An article you may disagree with—but 
it'll set you thinking. 


and adequate size runs. Either the 
retailer carries many styles in ‘sketchy 
size runs, or few styles in full size 
runs, In either case his position is 
jeopardized. One common result is 
the markdown sale which cuts into 


profit. 
4. Lack of time—because of fre- 
quent style turnover — to properly 


merchandise good fashions. Result: 
many prospectively good sales pos- 
sibilities are lost because good styles 
are given little chance for a maximum 
merchandising push. 


5. Many styles often require in- 
ventories of numerous price lines, 
thus weakening concentration in a 
given price field. 

6. A consumer unable to find the 
right size in a particular style seen 
in an advertisement or display win- 
dow is disappointed. This is poor 
public relations and sorry merchan- 
dising. 

7. The consumer barraged by a 
great variety of shoe patterns, lasts 
and colors, and with frequent sea- 
sonal turnovers of these, is left con- 
fused as to what are the “authentic” 
footwear fashions of the season. This 
confusion creates hesitant, uncertain 
buying. 


Dissipation of Concentration 


It is contended that the shoe in- 
dustry is spreading its merchandising 
too thin to obtain maximum sales 
benefits. For example, price may be 
promoted so strongly that shoe values 
may be underplayed. Though price is 
important, shoes are too important 
to be sold on the basis of price alone. 
Or a retailer may stress a combina- 
tion of appeals: price, fashion, com- 
fort, wear, etc. until the merchan- 
dising message is so dissipated that 
the prospective buyer becomes con- 
fused and hesitant. That is poor 
selling. 

And when we come to style, it is 
here that concentration is most dis- 
sipated. Style selection is spread so 
thin because of the endless variety 
of footwear fashions that the con- 


sumer’s buying decisions are also 
dissipated. 


Mr. Jarman stated, “We should 
revise our style appeal. This basic 
approach should be authenticity. New 
styles just because they are new and 
different should be discouraged.” 


Retailers have shown almost a fren- 
zied demand for “something new” 
with each season. The fear is that 
unless something new in styles can 
be continually advertised and mer- 
chandised, business will be lost. Is 
the fear justified? Does it require a 
constant turnover of many new styles 
to attract and hold business? 

Here is an interesting comment by 
Irving E. Grossman, general man- 
ager of I, Miller & Sons, and one of 
the country’s leading authorities of 
footwear fashions and their merchan- 
dising: 

“The best shoe fashion is the 
‘perennial’ shoe fashion, the style 
proven over previous years. The cus- 
tomer wants continuing fashions— 
one similar to the shoe she bought 
before, or failed to buy. 

“Shoe retailers miss sales because 
they change their styles too quickly. 
So many good styles and good sales 
prospects die a quick death due to 
lack ‘of time given to proper promo- 
tion and merchandising.” 

So we see a conflicting view with 
the general idea that a constant turn- 
over of styles, plus a great variety 
of styles, is necessary to maintain 
or build sales. Grossman contends 
that styles are not allowed to live 
long enough to gain sales momen- 
tum, to make an impression on con- 
sumers and thus develop an increas- 
ing sales demand. No sooner does a 
group of new styles catch the public 
eye than they are replaced by another 
group. Hence sales are lost. 

Grossman estimates that 40 per 
cent of shoe sales today are lost be- 
cause of inadequate size selections. 
“The most important fashion is that 

(Continued on Page 37) 
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A. 

The fabric is "Shepherd's Check" 
by Shain & Co. Suggested fabric 
vamp with calf quarter (perfo- 
rated) and heel. 


B. 
Another adaptation of Shepherd's 
Check—here on elasticized shoe 
with worked eyelets in the fabric 
vamp. 


Cc 

Grillé cloth by Gilbert Freeman. 
Fabric vamp and quarter with 
worked hole in vamp; silver and 
gold strap. Platform. 
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ayrersl handsome new footwear fabrics will 
be in prominence this Fall. Here are four 
patterns receiving much attention. Time was 
when Gabardjne dominated much of women’s 
Fall footwear. Or when fabrics were strictly 


D. 
Fabric is Animal Kingdom, by Bay 
State Fabrics, Inc.—here used on 
novelty casual for teen-agers; also 
adaptable to children's slippers. 


Grillé cloth on two smart shoes, 
with gold and silver strips. 


F. 

A new brocade by Clemtex. Used 
on vamp and quarter pieces, with 
satin or gold overlay strap trims. 
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for Spring and Summer wear. But now the 
trend is into Fall adaptations. The evening 
slipper, of course. But now it’s for street 
wear, too — something a bit more colorful 
than the solid colors or sombre two-tones, yet 
a bit more subdued than the gay hues of 
Summer. 





A. 
Allover black suede with 
large perforations through 
red kid lining which shows 
when topline stands away 
from ankle. 


B. 
Allover black suede with 
large gold nailheads; gold 
picture wire on platform, 
heel and vamp. 


Cc, 

Grey calf vamp with wine 
calf quarter, heel and trim 
on vamp. 


D. 

Black suede with either 
bright kid or bright cobra 
trim on vamp and quarter. 


E, 
Blue suede with blue calf 


stripping. 
F. 
Bronze kid in vamp, quarter, 
heel and loops. Red or green 
cobra straps. 


Johnie Walsh entered the shoe busi- 
ness at the age of 12 as a scrap boy in 
the cutting room of a St. Louis shoe 
factory. Eventually learned the cutting 
trade, then decided to design shoes 
which could be produced with a mini- 
mum of technical difficulties. 

He spent several years with various 


pattern companies in St, Louis to learn 
basic designing, then joined with C. D. 
P. Hamilton IIT and Al. Scheu to form 
the Hamilton, Scheu Walsh Shoe Co. 

Walsh now owns and operates Camille 
Designs, Inc. in St. Louis and provides 
shoe manufacturers with a designing 
service, , 





A new daring in design is introduced here. 
There is a cosmopolitan or continental appeal to 
these handsome models. Very highly styled, 
there is a spirit of fashion adventure in their lines 


Te feature of these flats is their beautiful ver- 
satility. Broadly, they fit into the casual class. 
But their intricate and delicate treatments create 
a smart dressiness that gives wider adaptability 


to these shoes. And as smart as these flatties are 
they are designed with a careful eye to practical 
and economical shoemaking. 


and treatments. They contain and express an 
exquisite verve, a flowing movement which 
focuses attention on the foot. 


G. 
Allover sun tan domoc with 
unique interlocking anklets. 


H. 

Red Cobra and black suede 
combination; note refreshing 
braided effect. 


k. 
Red Suede with gold strip- 
ping. 

%. 

Allover fawn suede with tan 
cobra trim. 


K. 
Multicolor (grey-green-blue- 
wine) in smooth kid. 


L. 
Allover black suede with 
delicate use of instep straps. 
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ow ornaments and braids on footwear caught the public mood of popu- 
larity last season. All signs now point to increased popularity of these for Fall. 

There is a wide variety of braided trimmings being imported from Paris, 
but matched by the excellent types being made domestically. The dress and 
coat industry are eagerly sampling these braids. The latter will look very 
complimentary on shoes and shoe ornaments, what with the slim silhouette for 
Fall fashions and the shorter skirts. Some of the braids are being combined 
with beads for ornamental effects. Ornaments themselves will tend to be 
larger and more prominent—as usually happens with the shorter skirts.. 

The braid trimmings shown here are from Beer-Stern Co., Inc., New York 
City, while the bow designs are by Raphael Bing of the same city. 
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Are We Fully Merchandising Our Shoe Styles? 


EVERAL months: ago an exten- 

sive national survey was taken to 
ascertain what the country’s style- 
men, shoe designers and pattern 
makers thought about a number of 
important matters dealing with the 
shoe fashion picture. The survey was 
conducted by LEATHER AND SHOES, 
companion magazine to SHOESCOPE. 
Now SHoEscoPE has followed up on 
this survey with a poll of its own— 
checking to see if and how the opin- 
ions originally expressed have held 
up now that 1950 is more than a 
quarter over. 


More Or Fewer Styles? 


At the end of 1949, shoe designers, 
pattern makers and stylemen were 
asked: For the year ahead, do you 
foresee more, fewer or about the 
same number of shoe styles intro- 
duced as compared with 1949? 

The answers were: more, 57 per- 
cent; same, 35 percent; fewer, eight 
percent. 

In the more recent check these per- 
centages were almost identical. In 
other words, the opinions of these 
style authorities haven’t changed. 
What is even more interesting, a 
study of the new shoe styles actually 
introduced during the first quarter 
of 1950 show the “authorities” to be 
pretty accurate. Never since the war 
ended have we seen more “new” 
styles introduced than in_ recent 
months. It very much appears that 
there will be 15-20 percent more 
styles introduced this year than last. 

Retailers have shown an almost 
frenzied demand for style turnover. 
They contend that a constant turn- 
over of styles is the life blood of 
shoe business today. On the other 
hand, this rapid-change policy has 
led to an increasing number of mark- 
down sales resulting from broken 
size runs of last season’s styles. Also, 
sales are being lost because of inade- 
quate size runs on popular styles. If 
retailers are skeptical about re- 
stocking on an “old” style, popular 
as it may be, they must suffer lost 
sales. 
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A growing number of shoe men are questioning 
our selling approaches, feeling there's a lot more 
to gain sales-wise if we make a few important 
shifts in merchandising tactics. 


This increasing number of shoe 
styles and rapid turnover is causing 
some anxiety to the shoe manufac- 
turer and tanner, too. It is costly 
to make short runs on styles—and 
this cost must be passed on to re- 
tailers and consumers, It is costly 
to make short runs on leathers of 
various textures and colors. This 
cost must also be passed on, Not 
only the added cost of doing busi- 
ness that way, but the cost of left- 
over stock that must be sold without 
profit or at a loss, much as the re- 
tailer’s markdown sale. 


What Styles In °50? 


When, several months ago, scores 
of stylemen, pattern makers and 
shoe designers were asked what par- 
ticular styles they thought would be 
featured in 1950, the gist of the 
answers was that the “new” styles 
would be revised versions of those 
of 1949. There would be an endless 
variety of new treatments and effects, 
but there would be little if any 
changes in the basic lines of styles. 


A recent check has proved these 
“predictions” to be quite correct to 
date. The styles this year will be 
fundamentally the same as those of 
1949. There are the sandalized 
stepins with elasticized _toplines; 
slingback pumps; endless designs of 
stripping treatments; flats and tail- 
ored types; naked shanks and fancy 


. strap sandals; and the countless 


treatments of the perennial pump. 
But there is something significant 
about all this. So far this year (and 
last, too) there has been no definite 
direction or trend in women’s styles. 
Styles have been shooting in every 
direction, almost haphazardly, with- 
out coordination or aim. This has 
been motivated by the intense de- 
mand of shoe buyers for “something 
new and different.” The result has 
been a rapid turnover of designs and 
patterns—but a failure to crystallize 
on several important style trends. 
The consumer has been left confused 


as to what to buy or what is correct 
and right in shoe styles. 


Ironically, the buyers’ insistent ery 
for “something new and different” 
has been unavailing. They have 
failed to get anything really new— 
new in terms of a positive trend. Ex- 
cept for the spoonbill or duckbill last 
(and this was introduced in 1949) 
we have seen nothing that has struck 
mass popularity. Thus the retailers 
have virtually painted themselves 
into a corner. Their demands have 
created such a variety of “new” style 
treatments that they are forced to 
carry a little of this and that, but 
unsure of most of their stock. This 
can be costly, inevitably terminating 
in the markdown sale that eats the 
heart out of profitable operations. 


Enough Style Promotion? 


Most stylemen, pattern makers and 
shoe designers do not believe that 
retailers give new styles sufficient 
promotion and long enough trial to 
create maximum consumer demand. 

Here we come to an interesting 
point. More styles are coming into 
the picture. Not genuinely new 
styles but revised versions of the old. 
The turnover of these styles has been 
at a frenzied rate. Under these cir- 
cumstances it is virtually impossible 
for retailers to give sufficient pro- 
motion of new styles to create maxi- 
mum consumer demand. No sooner 
are styles born than they die of pro- 
motional malnutrition. 

Is it that retailers lack sufficient 
confidence in new styles to properly 
merchandise them, to give these styles 
longer life? It is believed that some 
sense of fashion uncertainty and in- 
decision afflicts many retailers today, 
resulting in a sort of panicky demand 
for “new” styles and a rapid and 
consistent style turnover. This re- 
sults in ‘broken size runs and conse- 


(Concluded on Page 39) 





. Dramatic outside vamp treat- 
ment with regular pump height 
measurements on inside. 


. Vamp high on inside, low on 
outside, with delicate eye- 
catching vamp detailing partic- 
ularly apropos to suede com- 
bination. 


. The last is important on this 
shoe with very low vamp and 
tip effect; extremely severe line 
on inside only. 


. Combination of angular and 
asymmetric lines on this vamp, 
with slightly higher effect on 
inside. 


E. Dressy walking type shoe fash- 


ioned from simple yet dressy 
sabot effect with lacy trim, out- 
side gore and extension sole. 


. This extreme shell creates the 


“‘Naked Look” enhanced by the 
novel throatline. 


. Extension sole with squared tip 
and squared heel and angular 


vamp. 
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crances FAMOLARE, 


H. Vamp sides high on inside, low 
on outside, revealing cutout 
detail on vamp. 


I. Extension sole with squared- 
off heel; leather lacing pulled 
through sabot; vamp and shank 
treatment have same motif. 


J. Graceful contour of toplines 
with delicate strap effect. 


K. Outside shank treatment with 
instep strap weaving interest- 
ingly on outside. 


é 


. Combination of tailored square 
toe last with dressier high heel 
and squared shell vamp. 





The title Liquid Lines’ aptly describes the theme of these exquisite fall shoe 
designs. The soft fluidity of the toplines creates an elegant grace in these shoes. 
Trimming effects are held to a tasteful minimum, while the emphasis of actual 
design is in the shoe. 

Note the ingenious vamp and throat effects achieved with line treatments; 
the harmonious touches devised with the extension sole and squared-off heels; 
the simple but elegant results achieved with the asymmetry of straps. 

This is clever shoe designing, for it creates beauty through line rather than 
treatments and put-ons. It is clever because it is conscious of technical shoe- 
making and the costs involved. 
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@ perennially popular 17/8 hee 
will be everywhere this Fall. This heel 
height permits style without sacrifice of 
comfort—which makes a highly appeal- 
ing combination. 

The 17/8's popularity is due largely 
to its universal applications. It fits 
smartly with the walking shoe, afternoon 
shoe, special occasion shoe, smart dress 
shoe. It is adaptable to a variety of 
heel shapes or styles to conform with 
the type of shoe. 

This group of original designs creates 
an air of autumn by their appearance: 
sombre color contrasted by bright trim; 
the two-texture treatment, with particu- 
lar emphasis on smooth and suede leath- 
ers; or two-tone effects. They are closed 
up enough for cooler weather, but 
opened up enough to comply with de- 
mand for the light and airy. 


A 
Front gore stepin, in navy calf 
with red piping. 


B 
Taupe suede with gunmetal 
calf trim. 


Cc 

Deep V throat with latticed 
vamp and naked shank. In 
black suede with gunmetal gray 
piping, accenting the throat- 
line. 


The asymmetric low buckle 
shoe; in brown antiqued calf 
with beige piping and exten- 
sion sole. 


In brown suede with beige calf 
piping accenting the shell out- 
line, thus giving the higher 
stepin. 


F 

In brown calf, featuring the 
vanishing shell so popular in 
higher heel heights. Extension 
sole. 





8/8 wedge, offsided 
vamp, cutout saddle with 
finger gore adjustment 
on saddle. 


E this septet of Fall designs the finger gore is featured. The finger gore 
in wn tea ais treatments will be up in the forefront of shoe styles next season. They 
giiuctment and erise- were given fashion impetus by the wholesome popular acceptance of this 
cross straps on shell feature in men’s Spring and Summer shoes. Now a great number of forth- 
vamp. coming women’s shoes are using the finger gore, many with handsome and 
C. ingenious effects. Another highlight here is the use of the built-up heel, 
Moccasin stitch vamp also sweeping the shoe fashion scene, 


with offsided effect and 
finger gore adjustment. 


B. 
12/8 wedge, scalloped 


D. 

Built-up leather heel, 
open toe stepin with 
finger gore adjustment, 
envelope vamp. 


Es 

Built-up leather heel, fin- 
ger gore saddle, enve- 
lope vamp, underlayed 
perforations. 


F. 
12/8 wedge, with knotted 
drape saddle in kid and 


black suede vamp. 


G. 

Wall last, built-up leather 
heel, finger gore with 
non-functional strap and 
buckle, perforated throat. 
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HESE six genuinely beautiful flats achieve a new high in delicate fem- 

ininacy. The contoured lines are clean, positive, contributing to the design 
proper. The novel effects are ingeniously accomplished—for example, the 
accordion pleats in E, forming a leafy appearance. 

Shoes based on these designs should strike the heart of teen-age fashion 
appeal. Their modern, sleek lines combined with unique effects provide 
versatility—for school and campus, for party and playtime. But they are 
also versatile enough to adapt to all ages, giving them a sort of fashion 
universality. 

Flats continue their long popularity reign. The problem has been to create 
definite new styles based on the flat heel. This objective has been admirably 
achieved here. 


rer on a shell outline—the shell 
outline formed by cutouts. Suggested 
in suede. 


Low scalloped shell pump on semi- 
pointed last. In suede with tiny nail- 
heads, or in calf with tiny perforations 
accented by stitched row on either 
side. 


c. 

Following the trend toward emphasis 
on quarter treatments. Tied strap and 
seemingly tied offsided vamp forms 
a dainty sandal in calf or suede. 


D. 
Deep-cut pump with intricate stripping 
detail and side buckle adjustment. 


E. 

Basic pump with unique accordion 
pleated applique combined with pin 
tucking to form a new leaf pattern. 


F. 

A spectator type suitable for allover 
calf, or calf quarter with suede vamp. 
Narrow extension sole. 














The elasticized topline of the forepart 
provides snug fit. Open toe on decora- 
tive vamp gives smart airiness. 


B 
Slingback oxford with open toe, vamp 
and back to give light appearance. 


C 

Closed toe and heel balanced by deep- 
cut vamp and open instep with four 
narrow straps and shawl effect. 


D 
Simple pump smartly counter-balanced 
by decorative bow. 


E 

Comfortable but chic stepin with V 
vamp and partly open shank. Note 
unique treatment at instep. 


F 

Clever use of strap effects at instep and 
vamp. Note smart contour of front 
quarter topline into vamp. 
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Tre boom in built-up heels started last Fall. No one 
knows what inspired the sudden and popular return to 
the built-up heel—a style effect that had been in hiberna- 
tion for perhaps ten or fifteen years. Anyhow, in next 
Fall’s shoes the built-up heel will be seen everywhere, in 
every type of shoe. 

Most certain to get the built-up-heel treatment are 
the walking and shopping shoes. Here are six refreshing 
designs in these types. These models are a long way 
from the “comfort” shoe of the past. Comfortable, cer- 
tainly. But note the light and airy effects, the fashion- 
able femininity of these designs. They carry a modern 
tone, combining the essentials of comfort, lightness and 
fashion. 
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are businessmen 
COLD- 
BLOODED? 






OF COURSE NOT! Literally, their normal body tem- 
perature is 98.6—same as laborers, engineers or any other group 
of people. And, figuratively, they’re no more, or no less, cold-blooded 
—as a group. 


We all know unreasonable generalizations can be dangerously 
false. Common sense and on-the-job experience show us the value 
of dealing specificaliy with ideas, problems—and people. 


Let’s not make the big—and costly—mistake, then, of generaliz- 
ing on religious or racial groups. Adopt and carry out these common 
sense principles: 


1. Accept—or reject—people on their individual worth. 


2. Don’t listen to or spread rumors against a race or a 
religion. 


3. Speak up, wherever we are, against prejudice. Work 
for understanding. 


Published in the public interest by: 
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lly Salata 


is enthusiastic about this high heel last. He states: 
‘A last has to have just about everything to 





‘create any excitement in this town. This high heel model has 


had an excellent reception from everyone who has seen it.” 


George O. Johnson who covers New England 






says: ‘‘Up here this medium height heel number 
gets the play. Many smart new shoe styles can be built on it.”’ 


Emmett C. Kartman finds this low heel last 
popular in his mid-west territory: “The casual 
note is becoming stronger and my customers 
like this duckbill model. And why not? It can be an 
inspiration to all kinds of design possibilities and volume sales.” 


High heels, medium heels, low heels — these lasts are in the 
height of fashion and down to earth in a solid sales sense. When 
you build your shoes on United lasts, you are depending on a 
wide background of styling and last-making experience. 


UNITED LAST COMPANY, BOSTON, MASSACHUSETTS 
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A NEW SAFETY TOE 
ARCHITECTURE 


WINGUARD 400 is the first of three new steel 
toe styles planned for release in 1950 and 
1951, all having crescent-shaped lateral 
edges which stanchion the toe against rear- 
ward inclination under vertical impact. WIN- 
GUARD'S unique rear edge develops triangu- 
lar wing-like buttresses along the sole line 
which remain in supporting position behind the 
central back edge area of the toe dome no 
matter how exaggerated shoe toe spring be- 
comes in the course of wear. 

400 is a dress type streamlined in profile 
to meet the demand for smart oxford styling 
without sacrifice of essential toe protection. 
WINGUARDS are SAFER in all shoes where 
toe safety is the first consideration. Write 
for descriptive bulletin. 


WINGUARDS 
are patented. 


SAFETY BOX TOE COMPANY 


812 STATLER BUILDING, BOSTON 16, MASSACHUSETTS 
SALES AGENTS: 


UNITED STATES: BECKWITH MANUFACTURING COMPANY, DOVER, NEW HAMPSHIRE 
CANADA: BECKWITH BOX TOE, LIMITED, SHERBROOKE, QUEBEC 
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"Authentic" Shoe Styles... 
(Continued from Page 22) 


of having the right shoe in the right 
size at the right time.” 


Planning Authentic Styles 


Recently the men’s branch of the 
industry decided that one of its 
major merchandising faults was dis- 
sipation of concentration—too many 
styles shooting in too many direc- 
tions without particular aim or pur- 
pose except that of introducing a new 
style and hoping it would click. So 
“Seasonality in Footwear” was born 
—the theme being that the manufac- 
turers would select several basic 
style types and everyone would get 
behind them with strong promotion. 
This would not in any way hamper 
the fashion individuality of each 
manufacturer. It meant simply that 
a positive sense of style direction 
was now provided for both the man- 
ufacturer and the consumer. 


This is the essence of the theme 
of “style authenticity” in the women’s 
field. To provide a more positive 
sense of fashion direction each season. 
What are to be the featured or basic 
style themes for a given season 
ahead? Built-up leather heels; mule 
pumps; a novelty? What colors, ma- 
terials, patterns? What heel heights, 
throat lines, quarters, etc.? 

Today, each manufacturer launches 
his own basic themes. They may or 
may not click. The perennial gamble 
of fashion shoe business, But can 
the gamble be reduced for manufac- 
turer and retailer alike? Can the shoe 
fashion confusion in the consumer 
mind be eased? There is a growing 
number contending that these things 
can ‘be successfully accomplished. 


The fact that tanners, shoe man- 
ufacturers, shoe retailers and others 
now meet semi-annually to determine 
basic colors—a color coordination 
program—for footwear and leathers 
demonstrates that cooperation in 
launching fashion can be realized. 
It is believed that the same coopera- 
tion could be realized in creating 
seasonal “authenticity” in shoe styles. 

This means a reduction in basic 
style themes in any given season. 
But it does not mean that stylemen, 
manufacturers or retailers would be 
in any way restricted in the varia- 
tions or treatments of these basic 
themes. The idea is to focus con- 
sumer attention on a smaller group 
of styles—basic styles—and thus 
give the consumer greater confidence 
in selecting a certain style that will 
be in fashion for that season. That, 
fundamentally, is what is meant by 
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RONCI'S Research Department is always 











buzzing with activity . . . creating new designs 
. .. perfecting new finishes . . . studying the 


newest developments for the trade! 





You keep abreast of the newest and the best 
when you depend upon RONCI for all your 


Buckle and Ornament requirements! 


RONCLE¢ 
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fashion authenticity. It will help sell 
more shoes. A consumer might select 
the same shoe in two different colors 
or materials or heel heights, fully 
assured that the selection is authentic 
fashion-wise. Today she does not 
know for sure, That makes her hesi- 
tant, cautious, indecisive. It is not 
good ‘merchandising. It makes her 
believe, and with some justification, 
that there is no “style authority” in 
shoes or the shoe industry. It is not 
good public relations. 


Sizes, Sales, Goodwill 
It is one thing to attract customers 
into a store, but quite another to 
have them walk out with a pair of 
new shoes..A variety of attractive 
styles will attract customers. But to 


stock full size runs—and maintain 
adequate size inventories on a great 
variety of styles—is prohibitive for 
many stores, difficult for others. 
A customer drawn into a store by 
advertised or displayed styles, then 
disappointed in fittings, seriously 
affects customer-store good will, It 
is poor customer relations. Money 
spent in advertising is wasted, Most 
important, a sale is not made. 


Then there are the _ inevitable 
“markdowns” caused by too many 
styles and not enough sizes. For a 
store to “hedge” against the inescap- 
able markdown, prices on new lots 
must be marked up substantially to 
balance the loss or profitless sale to 
come later. This means higher prices. 

















KORN 'S 


of course 
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By reducing the casualties caused by 
markdowns, original prices could be 
lower and might inspire higher sales. 

This might be accomplished by 
stocking fewer styles but keeping an 
adequate inventory of sizes in each 
style. 


Sell Basic Themes 


In today’s shoe merchandising we 
rarely if ever see shoes sold on a 
basic vheme. Instead, we see treat- 
ments sold. What will be worn next 
Fall? Mule pumps? Do we see a 
coordinated promotion of mule 
pumps as « basic style theme—one of 
the season’s truly authentic styles— 
for Fall? We do not. We see it 
promoted zs a party or cocktail or 
afternoon shoe; as a go-with-any- 
thing shoe. We see it promoted in 
differert colors or materials or treat- 
ments. But it is not promoted as one 
cf the season’s authentic fashions. 


And therein lies the principal the- 
sis. The consumer is confused, unable 
to determine her fashion shoe pur- 
chases because no one has informed 
her as to which will be or are the 
authentic shoe styles for the season. 


Yet we hear many in the shoe in- 
dustry bewail that shoes are not given 


their full recognition in the total en- 
semble—that shoes are too often re- 
garded as an accessory rather than a 
major item in the wardrobe. 

This consequence is inevitable so 
long as the industry lacks a unified 
fashion focal point with each season; 
so long as the shoe fashion picture 
remains a smattering of everything 
and a concentration on nothing. 

Fashion coordination has _ been 
achieved by the men’s branch of the 
industry. It has been achieved by the 
Color Card Association, It has been 
achieved in many respects by other 
branches of the apparel industry. The 
shoe industry must also do it if it 
expects to have its voice recognized 
on the total fashion scene. 

Ask the average woman what styles 
of dresses, suits, hats, coats or acces- 
sories are in fashion this season and 
she'll give a fairly detailed and ac- 
curate answer. She has been in- 
formed. She knows what is and isn’t 
seasonally “authentic.” 

Ask the average woman what styles 
of shoes are in fashion this season, or 
will be for next, and her answer will 
likely be confused, uncertain. 

Confusion is no asset to any indus- 
try. 
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Are We Fully ... 
(Concluded from Page 27) 


quent losses on markdowns. Suffi- 
cient time is not given a style to get 
a foothold, to create consumer in- 
terest and build up demand. Sales 
are lost because of short-lived pro- 
motion. 


Promoting New Styles 


How can new styles be promoted 
in a manner to increase shoe sales? 
There were many excellent replies 
to this question. 


“Concerted promotion” was one 
of the most popular. Select several 
basic season style themes—then let 
everyone get behind these themes 
promotionally. 


Next, closer cooperation with 
clothing manufacturers. Shoes must 
be regarded as part of a costume or 
ensemble. They are “go-with” ar- 
ticles—matching or contrasting with 
clothing textures, styles, colors, ma- 
terials. Shoes must be coordinated 
with clothes, 


Then, correlate promotion between 
the manufacturer and retailer. The 
manufacturers can’t promote one 
theme while the retailers promote 
another. This confuses buyers, di- 
lutes rather than intensifies buyer 
interest and demand. The right hand 
should know what the left hand is 
doing. 

These three factors received the 
most votes. They are the three “C’s” 
—coordination, concentration and 
correlation. It can be summed up in 
a term: teamwork. The desire is 
for a more positive sense of style 
direction, a sense of distance and 
destination in promotion. 

It is believed that there has been, 
in the past, too much tendency to 
see shoe styles as something dis- 
tinctly separated from other articles 
of clothing. We have not recognized 
the panoramic view, the over-all 
approach. Yet we know that shoes 
are purchased as part of a costume. 
We cannot view or sell fashion in 
“sections” but only as part of a whole 
—by thinking in terms of the entire 
style picture. 


More Style Creators? 


Of course it’s well known that 
many if not the majority of fashion 
shoe producers copy at least some 
of their styles — with slight varia- 
tions — from the leading style crea- 
tors in the high-priced field. 

Yet, in the SHOEscoPE poll it was 
found that opinion favored more 


style creation or originality by the 
medium and low-priced producers. 
There were forceful arguments for 
this. But most impressive was this: 
styles in the high-priced field are 
adapted to a small and limited group 
of buyers whose tastes are certainly 
not identical with the mass of buyers 
in lower-priced fields, Thus, style 
adaptations often fail to click. 
Certainly it costs money to create 
and launch new styles. It has long 
been reasoned that it is thus cheaper 
to copy styles that have been success- 
ful on the “proving grounds” in the 
high-priced field. This reduces the 


gamble. 


But does it? Why do so many 
of these copies fail? What is suc- 
cessful in the high-priced field is not 
necessarily destined for success in 
the volume field. There are too many 
variations and distinct differences in 
the tastes and habits of the con- 
sumers in these different fields. And, 
remember, styles are largely deter- 
mined by tastes and habits. Cocktail 
shoes are not sold in volume to the 
office girls, for example. 


It is suggested that more scientific 
study be given to volume shoe mar- 




















here's DURO N 
SNAP-IT \ 





kets—to the tastes and habits of this 
market. Then shoes can be styled 
more specifically for these tastes and 
habits. It is not enough to merely 
price a shoe for a specific market. 
A shoe also has to be fashioned for 
that market. We have done the 
former but not the latter. 

Many men in the industry are con- 
tending that “style market studies” 
be given more attention. This means 
simply an effort to ascertain a more 
positive and specific direction in 
styling shoes for a specific market, 
then successfully merchandising the 
shoes for that market. It implies 
that you cannot sell a customer you 
do not know— whose tastes and 
habits, likes and dislikes, are not 
familiar to the seller. 

There is a gradual awakening to 
the necessity of fresh approaches in 
style—and particularly in the mer- 
chandising of style. As said before, 
the industry has no problem. with 
its creative ability. Its chief prob- 
lem is merchandising that creative 
ability to receive the maximum sales 
returns for its talents. 
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Here are the new shoe buckles that will “snap up” your styles and sales. 
When they are in position on the shoe, they add a smooth touch to the design, 
give the shoes a trim, smart look. They are easy to snap open or close with 
slight finger pressure, give shoes a more comfortable feel, with their pressure 


ease construction. Shoe manufacturers will find them easy to apply and 





Tools available to fit manufacturer's 
present equipment. Aufomatic as- 
sembly made to order. For details 
write main office and factory 


At left is detail of the DURO 
SNAP.-IT which is available in a 
wide variety of finishes in 7 16, 
1 2,5 8,3/4,7/8and 1” widths. 


At right is shown the detail 
assembly of the DOT SNAP.IT. 
Available in a wide variety of 


finishes in 7/16, 1/2, and 5 8” Van “4 
widths. 
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VULCAN Corporation 


GENERAL OFFICES « CINCINNATI, OHIO 


LAST PLANTS HEEL PLANTS 
PORTSMOUTH, OHIO PORTSMOUTH, OHIO 
JOHNSON CITY,N. Y. JOHNSON, CITY,N. Y. 

BROCKTON, MASS. ROCHESTER, N. Y. 
ST. LOUIS, MISSOURt# — TEUTOPOLIS, ILLINOIS 
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STYLESCOPE—Continued from Page 16 





long. Navy blue is now a staple. Won't be as big as last 
Spring, but still very good. Red, which caught everyone by 
surprise a couple of seasons ago, is still up front. But 
toned down into wine hues. Lots of grey in clothing costumes 
for Fall--but not in shoes. Go-with colors will be black, 
brown, blues, and wines, in that order. A sprinkling of other 
colors, but no more or less than in past Fall seasons. These 
will be used with black, brown and blue as trims for smart 
contrasting effects. 


Calf should have one of its biggest seasons. Chalk this 
up to tailored and walking shoes, to built-up heels and exten- 
sion soles--all of which are naturals for calf. . .. Patent 
continues its strong comeback, both in over-all and trim uses, 
and in combination with suede especially. .. . Watch the 
blossoming of Fall fabrics in footwear. Had a good Spring, a 
terrific Summer. Won't hibernate for Fall. Fabric houses 
have introduced new cloths for Fall footwear use, particularly 
checks. Few overall fabric shoes, but in combination with 
leathers will be the biggest Fall fabric season since prewar. 
And the darkhorse of all fabrics: velvet. Yes, and for 
streetwear. The "impossible" happened when gold was used for 
streetwear a short while back. It could happen to velvet--a 
long shot. . . . Reptiles show no sign of losing strength. 
Alligators are hard to get--and that's where biggest demand 
is. Attractive colors in reptiles have given them a boost. 














Shoes made with glove leathers. Very soft and crushy, 
pliable. Somewhat new version of the old "softie." Unlined-- 
in casual, playshoe, sports and tailored types. No counters, 
just stitching and backstay. Many on broad toes, one or two- 
eyelet ties. 


Finger gore types are fast winning favor with the women. 
The big promotion on men's finger gores this Spring and Summer 
caught the fancy of the women, created demand. In loafer 
types, of course, but very dressed up. Also, in walking shoes 
with extension soles. Also, front gore shoes with tongue 
treatments. .. . And as a novelty that's catching on--fluffy 
shearling material (natural sheepskin or simulated woolly look) 
on bootee types, a little higher than oxfords, but with high 
back and tongue or instep for bootee effect. May set American 
college campuses afire this Fall. 











——— 


The men's Fall picture shows sharp changes. The corpse 
of the Bold Look finally buried. A fad that proved costly, 
reduced sales because replacement needs were slower. Now a 
drastic turnabout. Lighter soles; narrower, more tapered 
toes; less upper detail. Lightness in appearance and weight 
is the keynote. 


Blunt, ski-boot toes are dead. Toes will be more ta- 
pered; also brogue toes; French toes more rounded than usual; 
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Versatility of 


Indispensably a part of the fashion picture, 


King Kid assures the natural luster and loveli- 
ness characteristic of fine kid leather . . . plus 
its own excelling suppleness, adaptability and 
stamina, long preferred by leading designers 


and manufacturers. 


William A M E R ‘Company 


PHILADELPHIA, PA. ESTABLISHED 1832 
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BLACK SATIN 
COLORED KID 
BLACK SUEDE 
GARMENT LEATHER 
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and more of the perennial plateau lasts, with light stitching 
effects on the upper. Round-nose bluchers in semi-raglan 
front; detailing with plain stitching rather than perforation. 

Among the new shoes, or those still rising in popularity: 
finger gore slipons. They proved so popular with the men in 
Southern resorts, and won such retailer reception this Spring, 
they're a sure bet to hold favor next Fall. But dressed up so 
they can be worn to business. Their appeal: combined fashion 
and comfort. Gores will be on brogues as well as loafer and 
moccasin types. .. . Also in the spotlight in a "softie" for 
men; no counter, flexible insoles and crepe outsoles. A com- 
bination inside and outside shoe. And, very important, bait 
for extra-pairage sales. Also in the extra-pair class is the 
square-dance shoe, a modified version of the cowboy boot. 
Goring instead of lacing. It isn't new, but it's still on the 
sales upbeat. 





—_—————. 


A shift in Fall materials. Albion grain--a finer grain 
than Scotch--looks very strong. But all grains will be pro- 
minent. Smooth leathers will, of course, dominate, though 
less emphatically than last Fall. Brushed leathers will ride 
high right into Fall. The men love ‘'em--a break from the mon- 
otony of ordinary leathers which have so long dominated their 
footwear wardrobes. .. . And don't be surprised to see 
fabrics come into the men's shoe picture. They caused quite a 
stir in the resorts last Winter. They'll be bigger than ever 
for resort wear next Winter--and they could be a real dark- 
horse for Spring-Summer of '5l. 

There's more talk about black shoes for men. Used to be 
when a man owned or bought a pair of brown and black shoes. 

But browns took over completely--and the same pair of browns 
could be worn with about everything but formal attire. Thus 
lost sales. What was left in black was sold to "old men." 
Younger men shied away. And manufacturers were forced to style 
most of their black shoes for "older" men. Thus black shoes 
were generally conservative, dull. So now comes the question: 
IF black shoes are given a style lift, designed for younger 
men as well--we could see an impetus to extra pairage. We 
might see it get a good start this Fall. 














The approach to shoe styles and styling is becoming more 
"scientific." The effort is to minimize the guesswork, the 
shot-in-the-dark approach out of footwear styling. The rising 
talk about "authentic" shoe styles is only one example. The 
ideas: to focus attention on fewer styles so that consumers may 
be assured of what are the authoritative style selections 
in a given season. 

Again, are we merchandising shoes to get maximum sales? 
Studies show we aren't. In women's, 85% of the merchandising 
is on price and fashion. Repeated hammering away at these 
two factors develops consumer immunity or apathy. Studies 
reveal 10 other merchandising factors, none of which gets much 
attention: quality, fit, hygiene, foot health, etc. They're 
important adjuncts to fashion, to selling shoes. So now 
the effort will be toward fashiion tie-ins with merchandising 
factors other than price. It could and should do wholesome 
things for sales. 
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Are you having difficulties 


in planning your new shoe selections for the next season: 


WHY SEEK ANY LONGER? 
BRUMAR is published quarterly: Feb- 
ruary, May, August and November. If 


Resort to our international shoe fashion 


review “BRUMAR”; 200-225 designs are ‘ 1 
you want the latest creations of Paris, 


always a marvelous resource for each 


London, Brussels, Vienna . . . write 
shoe manufacturer. BRUMAR presents TO-DAY for a subscription to BRUMAR, 
the most original and finest designs, Dijkstraat, 20, DENDERMONDE, BEL- 
created by the best shoe designers of GIUM, or to our representative in the 
Belgium, France, Germany, Austria, US.A.: 


Great Britain, Italy, Spain and Norway. 
OVERSEAS PUBLISHERS’ 


It contains unique models of great REPRESENTATIVES 
diversity for ladies, gentlemen, youths 66 Beaver Street, New York 4, N. Y. 
for GREAT BRITAIN: 

J. B. TRATSART, LTD., 
London Street, 5, LONDON W. 2. ENG. 


and children, besides very pretty designs 


of slippers. 
































NEW BOOK FOR THE SHOE INDUSTRY 
BANK LOANS TO SHOE MANUFACTURERS 


A COMPREHENSIVE ECONOMIC ANALYSIS OF THE 
SHOE INDUSTRY — HOW THE INDUSTRY OPERATES 


FROM THE STANDPOINT OF PRODUCTION, SALES, 
PROFIT AND COST OF STRUCTURE. AN ABUNDANCE 


OF NEW INFORMATION ABOUT THE INDUSTRY — OF 
VALUE AND INTEREST TO EVERY SHOE MAN. 


BY E. MORTON JENNINGS, JR., ASST. VICE PRESIDENT, 
FIRST NATIONAL BANK OF BOSTON: 250 PAGES, 17 
CHAPTERS, WITH NUMEROUS TABLES .... . .$6.00 


THE RUMPF PUBLISHING COMPANY, 300 WEST ADAMS 
STREET, CHICAGO 6, ILLINOIS. 
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CARR LEATHER COMPANY 


67 SOUTH ST., BOSTON 11, MASS. 
Tanneries: Peabody, Mass. 
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to help ae | 


by working closely with me to put the finest 





values of long-wearing upper leathers in our 
FLYING ACES SHOES for ACTIVE BOYS; 
says Herbert Posner, President, Dr. A. Posner, Shoes, Inc. 







“These fine Brezner Leathers help us to start RIGHT 
in making FLYING ACES look RIGHT and 
wear RIGHT and sell at the RIGHT price — 


for easier selling and remarkable repeat- 







OFFICIAL SIX GUN 
PLAYHOUSE SHOES 
As featured on Television 
Station WPIX, New York 
Saturday 5:30 to 6:30 P. M. 
Illustrating “Wings’’ — perforated 
wing tip ba! oxford in antique finish 
for Youths and Boys. 
Style 40535 — sizes 1244 to3 — 
Widths B to E 
Style 40635 — sizes 344 to7 — 
Widths B to E 


sales to the parents of Active Boys.” 








N. BREZNER « co. ic. 


145 SOUTH STREET, BOSTON 11, MASS. 
TANNERY: BREZNER TANNING CORP. 
PENACOOK, N. H., 






Priced to retail profitably at $6.95 
and $7.95. 

DOR. A. POSNER, SHOES, Inc., 101 
West 31 St., New York City. 
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PERO LDA 


x 
SERVING THE SHOE 


¢ PERO & DANIELS INC., BOSTON 30, MASSACHUSETTS » 











